Abstract: This study seeks to investigate the socio-pragmatic and persuasive functions of politeness in Jordanian print advertisements. Specifically, the study is concerned with the linguistic politeness strategies the Jordanian ads deploy in order to persuade the potential Jordanian customers of their products. Brown and Levinson's (1987) seminal work as well as Watts' (2003) and Spencer-Oatey's (2005) research on politeness provide the framework for this study. My study is based on examining linguistic politeness as linked to social relationships (Christie 2005), in that "'ways of putting things' ... are part of the very stuff that social relationships are made of" (Brown and Levinson 1987: 55). It is believed that the success of the ads hinges on their politeness and persuasion strategies that appeal to the socio-economic and cultural specificities of Jordanian society. To this end, 200 Jordanian ads were collected from Al-Ghad, Al-Rai, and Ad-Dustour, the major Jordanian newspapers. The ads' messages were analyzed to highlight their politeness strategy category and subcategory and their frequencies were computed. This study was conducted on the assumption that the ads would use more positive politeness strategies to establish rapport with the customers in the hope of winning the approval of their products.
Introduction
This study is a socio-pragmatic investigation of the persuasion and politeness strategies used by print ads published in Al-Ghad newspaper, a prominent Jordanian newspaper. This study is a socio-pragmatic one because it is concerned with the speech act (persuasion) (Austin 1962) performed by the ads published in Al-Ghad newspaper and with the degree of imposition (Face Threatening Act [FTA] ) of the speech act involved. So ads are performative speech acts because they try to get the audience to perform an action to buy a product. Simpson (2001: 589) asserted that there has been "an enormous upsurge of interest in the linguistic and discoursal characteristics of advertising". However, little research has been done on Arabic advertisements. This study, therefore, tries to fill this gap by investigating the persuasiveness of the linguistic politeness strategies found in some print ads published in Al-Ghad newspaper. Persuasion through mass media, including print advertisements, is considered a commonly-used type of persuasion (Reardon 1991) . Print advertisements aim to persuade the viewers of their products. They are also an interesting topic of study from a politeness perspective. This is because convincing the customers of the ads' products largely hinges on how the ads' messages are communicated in such a way that takes into account the customers' face as well as their culture. Watts (2003: 160) argued that a politeness model "must allow us to account for why individuals agree or disagree on what is and is not '(im)polite' language". Therefore, the effectiveness of the ads relies on the persuasive quality of the language used in them, the cultural information communicated, and their sensitivities to the face wants and needs of the customers. In this connection, Forceville postulated that:
Advertisements sketch a problem, need or desire that prospective customers have for which the product or service advertised provides the solution or fulfillment. In line with this, an advertisement always makes a positive claim for the product or service promoted. These genre conventions are part and parcel of the background knowledge governing the interpretation of the advertising messages (Forceville 1996 : 104 cited in Forceville & Eduardo Urios-Aparisi 2009: 59) .
Ads use different strategies to make such "a positive claim". This study argues that one of the strategies used to make this positive claim is linguistic politeness strategies. Ads deploy these politeness strategies in accordance to the viewers' cultural background. In other words, the deployment of politeness strategies is based on the assumption that the viewers are sensitive to the ads' messages and are poignantly persuaded through a polite tone. The use of politeness strategies in ads facilitates the acceptance of the ads' messages since politeness has an emotional effect on the readers. These strategies establish emotional rapport that paves the way for the readers to follow the ads' leads. Leech (1983) attempted to provide a definition of politeness theory along with his specific rules. Leech's ideas (1983: 15) focused on the "goal-oriented speech situation in which speaker uses language in order to produce a particu-lar effect in the mind of hearer". Hill et al. (1986: 349) defined politeness as "one of the constraints on human interaction, whose purpose is to consider others' feelings, establish levels of mutual comfort, and promote rapport". As Johnstone (2008: 145) observed that people in every culture can adopt politeness markers to "use and interpret language appropriately in actual social interaction". One aspect that the ads need to take into account in designing culturally appropriate and persuasive messages is the face of the customers. In Goffman's (1967: 19) words, "one's face is a sacred thing, and the expressive order required to sustain it is therefore a ritual one". He goes on to state that " [w] hen a face has been threatened, facework must be done" (Goffman 1967: 27) . For ads to be successful in boosting their sales, they also need to take into account the psychology of the customers. This study claims that one way to consider the psychology of the customers is through the use of politeness strategies, which attempt to avoid face threatening acts (FTAs) or minimize the threats. Brown and Levinson's (1987) Theory of Politeness provides us with a model for analyzing the Jordanian ads under investigation.
The study will also utilize Bargiela-Chiappini's (2003 : 1463 approach to face and face-work in which she argued that scholars need to examine a range of "conceptualizations of the social self and its relationship to others as an alternative and possibly more fruitful way of studying the relevance and dynamics of 'face' and 'face-work' in interpersonal contacts" than that of, for example, Goffman (1955) . Arundale (2006: 200) stated that Bargiela-Chiappini's argument implies that "social selves exist only in relation to other social selves, not as separate, monadic individuals". The study uses Bargiela-Chiappini's suggestion because the persuasive discourse adopted by Jordanian ads is designed in a way that takes into account the social selves of the Jordanian customers with the goal of persuading them of their products. This approach does not contradict Brown and Levinson's approach, but rather complements it. Further, since the study analyses the linguistic politeness strategies used in these ads, the study will adopt the taxonomy of politeness strategies invented by Brown and Levinson. Brown and Levinson (1987: 68-69 ) suggested some politeness strategies, which they labeled as "superstrategies", to mitigate the FTA and/or preserve the "face" of the speaker and/or the addressee. Brown and Levinson classified two main strategies for doing FTAs: "(1) on record: a) baldly without redressive action and b) with redressive action, and (2) off record (e.g. expressing FTAs very indirectly by using, for example, metaphors or irony)" (Brown and Levinson 1987: 68-69) . Under "on-record" strategy with redressive action, Brown and Levinson (1987) talked about the notion of "face". According to them, the notion of "face" has two related aspects: Positive face and negative face.
Sadam Issa
Positive face refers to " [t] he want of every member that his wants be desirable to at least some others" (Brown and Levinson 1987: 62) . Positive face is threatened when the speaker ignores the feelings and wants of the hearer or disagrees with his desires. The acts that threaten positive face include those expressions indicating that the speaker did not care about the addressee's feeling or wants, which include expressions of criticism, disapproval, contempt or ridicule, accusation, insult, mention of taboo topics and bringing up of displeasing news about the hearer. The Positive face of the hearer might be preserved, for example, through expressions of solidarity and rapport.
Negative face, on the other hand, refers to "[t]he want of every 'competent adult member' that his actions be unimpeded by others" (Brown and Levinson 1987: 62) . According to Brown and Levinson, negative face is threatened when an interlocutor does not avoid the obstruction of the other interlocutors' freedom of action. The acts that primarily threaten the negative face of the hearer may include orders and requests, suggestions and advice, reminding, offers and promises, praises and expressions of envy or admiration toward the hearer. Negative politeness strategies may include apologies, hedges, de-personalizing mechanisms (e.g., passive voice), softening mechanisms (e.g., the politeness marker "please"), expressions of indebtedness, and the use of proverbs, to mention a few.
Since my study assumes that the ads will use more positive politeness strategies to establish rapport with the customers in hope to win their approval of their products, I will build on Spencer-Oatey's (2005) refined definition of (im)politeness. Spencer-Oatey's (2005: 99) refinement of (im)politeness calls for the creation of identity and "rapport management" that are "based on behavioral conventions, norms and protocols". She proposed three key elements that impact people's perceptions of rapport: "behavioral expectations, face sensitivities, and interactional wants" (Spencer-Oatey 2005: 96) . She further proposed that:
people's claims to identity face are based on the positive social values that they associate with their various self-aspects. Some of their self-aspects are more important to their identity than others, and so sensitivities develop around these self-aspects. Then, if these self-aspect sensitivities are challenged or undermined, people may perceive a threat to their face; conversely, if their sensitivities are ingratiated appropriately, people may perceive an enhancement of their identity face. These sensitivities occur across a range of elements, including ... verbal behavior (e. g., wording of illocutionary acts, stylistic choice) (Spencer-Oatey 2005: 104) .
Based on this discussion, I argue that the Jordanian ads will use some positive politeness strategies to build rapport with the potential Jordanian customers.
The ads build such rapport based on, in Spencer-Oatey's (2005: 96) terms, the "'face sensitivities' of the Jordanian customers". I hypothesize that the ads will use strategies that stress commonality, shared values and linguistic repertoire among members of the Jordanian society, which aim at ameliorating the facethreats the messages of these ads may infringe.
The echo of Brown and Levinson's Politeness Theory resonates well with many researchers in different areas of study. The applicability of Politeness Theory in print advertisements and commercials in different cultures has attracted different researchers (e.g. Geis 1982; Hardin 2001; Lakoff 1973; Lin 2005; Schmidt et al. 1996; Pishghadam & Navari 2012) . Pishghadam and Navari (2012) , for example, investigated the pragmatic functions of politeness in a corpus of a 100 Persian and English ads. They found that "Iranian advertisers used offrecord strategies and positive politeness strategies more than Bold-on record and Negative strategies" (Pishghadam and Navari 2012: 168) , whereas English advertisements used more positive politeness strategies. Brown and Crawford (2009) investigated the politeness strategies in a corpus of material from a UK study of telephone encounters between NHS Direct health advisers and callers presenting with a need for advice over medication. They observed that the medical advisers tried to soften the imposition and formulate solidarity through using appropriate politeness markers. Brown and Levinson (1987) , and Scollon and Scollon (1983) on the other hand, claimed that Korean commercials emphasize positive or solidarity politeness rather than negative or deference politeness strategies. Brown and Levinson (1987: 130) asserted that in Western cultures "negative politeness is the most elaborate and the most conventionalized set of linguistic strategies for FTA redress; it is the stuff that fills the etiquette books". Leech (1983: 231) concluded that "Asian advertising is less persuasive than American advertising". Schmidt et al. (1996: 308) added that Leech's statements "only make sense if they can be relativized in terms of the pragmalinguistic strategies used in different communities and situations". Further, Miracle (1987) found that Japanese and Korean advertisers "rely on a feel-do-learn strategy, in which the primary goal of advertisers is to entertain and establish feelings and moods that are transferred to the product, as opposed to the predominant Western learn-do-feel sequence, in which advertising presents reasons for buying, with positive feelings the result rather than the precursor of purchase" (cited in Schmidt et al. 1996: 290) . As can be seen, no research has been done on the politeness strategies in Arabic print advertisements and this study tries to fill this gap by investigating Jordanian advertising. Like Asian advertising, it is expected that Jordanian advertising will use more positive politeness strategies to establish rapport with the potential customers as part of its conversational and rhetorical campaign to sell its products. This is be-cause the use of positive politeness implies intimacy, closeness, and solidarity with the Jordanian customers. Such values stress in-group relationship which goes in harmony with the socio-cultural values of Jordanian society, which may make the customers view the products favorably.
Politeness constitutes a major element in people's conversations. Grice (1975) outlined four principles that describe how people converse with each other and called them "cooperative principles": "(1) Maxim of Quality: Do not say what you believe to be false, and do not say that for which you lack adequate evidence; (2) Maxim of Quantity: make your contribution as informative as is required (for the current purposes of the exchange), and do not make your contribution more informative than is required; (3) Maxim of Relation: be relevant; and (4) Maxim of Manner: avoid obscurity of expression, avoid ambiguity, be brief (avoid unnecessary prolixity), and be orderly." Such cooperative principles show how successful communication is achieved. Flouting any of these maxims may generate some communicative meanings that may impact the salability of the ads' products. Lakoff (1982) , for example, investigated "the elements of persuasive discourse and pointed out that some successful examples of advertising contained violations of Grice's Cooperative Principle and Maxim of Manner" (cited in Pishghadam and Navari 2012: 163) . Brown and Levinson, however, asserted that to avoid presumptions, which Grice's cooperative principles may generate, speakers can use a set of hedges that are directed to Grice's cooperative principles: "non-spuriousness (Quality); saying neither more nor less than is cooperatively necessarily (Quantity); being 'to the point' (Relevance); and being suspicious, neither vague nor ambiguous (Manner)" (Brown and Levinson 1987: 164) . The study believes that violating some of these principles in the messages that ads communicate may have an impact on the persuasiveness of the ads under investigation.
In light of this discussion, I argue that the use of linguistic politeness strategies, among other factors, is the driving force behind the persuasiveness of the Jordanian print ads. It is expected that the Jordanian ads under consideration will deploy some politeness strategies that are designed appropriately in accordance with Jordanian culture and the face of the Jordanian customers. The politeness strategies are designed strategically to establish rapport with the ads' readers. The advertisers' intention is to come across and be assessed as polite, and this constitutes a major part of wining the support of the ads' potential customers for their products.
Print ads are a particularly interesting topic of study from the point of view of Politeness Theory because the persuasive quality of the ads relies on what is said in them, and how. Since there has been no study done on politeness strategies in Jordanian ads, this study is seeking to answer the following questions: a) What types of politeness strategies are employed in the Jordanian ads? b) What are the pragmatic functions of these politeness strategies? c) Are there any significant differences between the uses of politeness strategies in the Jordanian ads versus other Asian and American ads?
This study hopes to approve the universality of Politeness Theory developed by Brown and Levinson (1987) , and the validity of Bargiela-Chiappini's (2003 : 1463 suggestion about the "conceptualizations of the social self and its relationship to others" by pinpointing them in Jordanian ads. The findings will help us deepen our understanding of Jordanian society by knowing which politeness strategies are more apt for the Jordanian viewers than others. A detailed description of the politeness strategies in the Jordanian ads promises important insights for advertisements' study and yields practical outcomes for ads' designers. Further, the study is useful in pinpointing some effective politeness strategies that ads' designers can employ in their future ads.
Data
The corpus for this study is a 
Analysis
Advertisers aim to sell their products. They attempt to promote their products through all possible means by making them the best choice for the customers. Martinez (2005: 85) proposed that ads aim "to persuade their audience to buy Sadam Issa a certain product and not a similar one". To attain this goal, ads use different verbal and pictorial strategies. Among the verbal strategies are politeness strategies. Such ads will also tap into social and cultural values that may have positive effects on their customers. The focus of this study is on the linguistic politeness strategies of multimodal advertisements where both verbal and pictorial modes interact to persuade the customers into buying the ads' products. The study considers all ads as speech acts that aim to perform an action, which is getting the customers to buy their products. The study will compare some of its findings with findings on Asian and American ads. Such comparisons may uncover some interesting differences.
The following chart summarizes the politeness strategies and subcategories along with their percentage of occurrence as they appear in the selected Jordanian ads. Careful scrutiny of the ads under consideration yields the following groups of politeness strategies and subcategories according to Brown and Levinson's (1987) model. The Jordanian ads use 509 instances of positive politeness strategies, 101 instances of bald on record strategies, and nine instances of off-record strategies. It is noted that the ads also do not feature any negative politeness and avoidance strategies. Within the positive politeness strategies, the ads feature 144 instances of "intensifying interests to H (Hearer)"; ten instances of "repetition"; 78 instances of implicit comparison; 105 instances of "offering"; 69 instances of "exaggerate sympathy"; 56 instances of "praise"; and 47 instances of "solidarity/in-group talk". As for the bald on record strategy, the imperative form strategy has the highest frequencies in the ads with 101 instances.
The off-record strategies use nine instances of "metaphor".
Positive politeness strategies

Intensifying interests to H (hearer)
The Jordanian ads feature more positive politeness strategies than any other politeness strategies. The ads try to intensify interests to the customers in 144 instances. Some ads use regular pattering, similar to lines of poetry, to dramatize the features of their products. Some other ads narrate stories. They do this by communicating some aspect of the product in a way that attends to the wants and the needs of the customers. One ad, for instance, attempts to promote the effectiveness of "Biko" refrigerators by highlighting their freezing capability, their high speed in freezing and cooling, and the amount of humidity they produce: This ad intensifies the cooling features of Biko refrigerators through the use of a comparative construction and by highlighting their double cooling capabil-ities. 1 The ad realizes that these features of Biko refrigerators are deemed to be essential to the salability of their product to the customers. In this manner, the ad redresses the FTA by dramatizing these features.
Praise
Praising an ad's product also helps intensify the interest of the customers, and makes it more attractive. This perhaps explains why Jordanian ads use praising as a positive politeness strategy in their rhetorical campaign to persuade the Jordanian customers of their products and services. The ads use 56 instances of praising, which shows their strategic role in promoting the ads' products. In the following examples, the advertisers use some positive attributes to make the ads' products more attractive and appealing to the customers.
.a (2) In (2a), the ad praises furniture from IKEA [furniture store in Jordan] as "modern and comfortable". In (2b), the ad describes the Mitsubishi car as strong and exciting. In (2c), the ad published in Al-Rai describes a canned tomato brand called Durra as legendary and tasty. Loading the ads' products with positive attributes such as "modern", "comfortable", "strong", "legendary", "tasty" and "exciting" aims to make the products more appealing to the customers. Members of the Jordanian society tend to like things if they are praised. This may perhaps explain why ads use praise: the ads try to identify themselves with a cultural aspect associated with Jordanian customers that resonates well with them. In this regard, Aston (1993) , Grice (1975) , and Searle (1969 Searle ( , 1976 stated that the goal of conversation is to communicate the addressees' intentions in socially appropriate ways. After all, praising a product in this manner will mitigate the FTA of the ads, which may make them more appealing and thus persuasive to the customers. Praising then promotes "the quality" of the ads and implicitly undermines others; this is where persuasiveness is constructed. This finding contradicts with that of Sherry and Camargo's study (1987: 181) , which reported that most Japanese ads "neither preach, promise nor praise; some don't even portray product attributes".
Offer
Another politeness strategy used by Jordanian ads that raises the customers' interests is the "Offer" strategy. The findings show that the offer strategy focuses on the price of the products. These offers are often sales or discounts on the products being promoted. Here is an example of the offer strategy: This ad offers a discount from 20 %-50 % on all bedrooms at MIDAS. There are yet other ads that offer gifts on the purchase of some products. So getting gifts is hinging on buying the ads' products. Here is an example: Offering a discount or a gift or putting products on sale will redress possible FTAs, and make products more attractive to the customers, which will likely increase their salability. The offer strategy in this context is a positive politeness strategy because it satisfies the want of the customers, the want of getting the products at lower prices than those of the competition. In other words, by using offer as a technique to persuade the potential customers of the ads' products, the ads, using Brown and Levinson's (1987: 125) words, "demonstrate [their] good intentions in satisfying [the customers'] positive face wants". This is particularly true after the recent deterioration of the Jordanian economy due to the 2008 world economy crisis. Jordanian customers will look for opportunities that would help them cope with the deteriorating economy, and offering discounts on the ads' products, consequently, would satisfy their needs and wants, the wants of emphasizing the benefits and minimizing the price. Further, the use of this politeness strategy would make Jordanians price-conscious customers.
Exaggerate sympathy
Praising a product or offering a discount or a gift are not the only positive politeness strategies used by Jordanian ads to satisfy the customer's wants. The Jordanian ads also exaggerate the features of their products. The exaggeration strategy is used in 69 instances. In the following example: The ad uses "Yā balāš," which is a colloquial expression used to intensify how low the price of the product is. The expression literally means "free", and this is where exaggeration takes place: in practice, the product is not free although the ad uses the word "free" as part of its commercial campaign to sell its product. It is also an example of flouting the maxim of quality as it is not true that the meat is free. In general, members of the Jordanian society are more likely to be convinced through an exaggerative use of rhetoric. This is no exception for ads in promoting their products. For ads to describe their products in such an exaggerative manner is then an attempt to identify with the socio-cultural background of the Jordanian customers. Identifying with the domestic values of the Jordanian society in this manner may encode positive politeness when ads need to redress the FTA that results from trying to convince the customers of their products. Exaggerating the products in this manner may make them more salient and thus may convince the potential customers of them. Further, this ad flouts the maxim of quantity by not saying the whole message. The ads probably rely on the image that accompanies the linguistic message as well as the overall context. 2 In this manner, the ad saves some space and money since the cost of the ads in the Jordanian newspapers is determined by the space and the number of words used. The customers need to rely on this multimodal context to decode the message of the ad.
Implicit comparison
The Jordanian ads also exaggerate their products by using implicit comparison with other products in 78 instances. This implicit comparison occurs by using phrases such as "number one in Jordan/the world", "the best … in the world", "the least ...". Here is an example:
.a (5) mutatāliyah sanawāt 8 li al-ʿālam fī Al-awal consecutive years 8 for the world in the first Number one in the world for 8 consecutive years This elliptical superlative construction describes the Samsung TVs as ranking number one in the world in terms of quality for eight consecutive years. Another ad uses another comparative construction:
.b (5) inxifādan akӨar Siʿr wāḥid bibāb mağsalah Xizānah decreasing more price one with a door sink cabinet A sink cabinet with one door. The lowest ever price This ad promotes a brand of sinks by highlighting its low price through the use of the superlative construction "the lowest".
The above-mentioned ads use comparison to express subject positions, borrowing Blitvich's (2009: 288) words "(i) to claim epistemic privilege: i.e., to acknowledge multiple views only to claim possession of the better or correct one or (ii) to claim epistemic qualification: i.e., to grant multiple views, claiming, at a minimum, equal validity with other views". When using implicit comparison in the above-mentioned examples, the ads do not mention other products because they do not want to be argumentative and combative, which goes against the norm in business. Not being argumentative and combative in advertising entails not impeding on other ads. This act goes harmoniously with politeness principles: negative face "[t]he want of every 'competent adult member' that his actions be unimpeded by others" (Brown and Levinson 1987: 62) . Making an explicit comparison, on the other hand, would threaten the negative face of the owners of other products as this comparison does not avoid the obstruction of the other interlocutors' freedom of action. In cases where it happens, such comparative advertising is considered one type of "aggressive communication" (Javalgi, Culter, and White 1994: 52) . Unlike advertising in Jordan, overt comparative advertising in the US is common (cited in Javalgi, Culter, and White 1994).
Solidarity/in-group talk
The Jordanian ads use 47 instances of "solidarity/in-group talk" strategy. Here are two examples:
.a (6) al-rās biʿabī the head fill [It] satisfies the mind.
.b (6) lāfīnā xalīnā Lavina let's be "Let's be Lavina" [a tea brand] In 6 (a), the ad talks about a tea brand called "al-rabīʿ" "The Spring" and describes it as literally "filling the mind" which connotes "Satisfying the mind". The ad uses this colloquial expression biʿabī ar-rās as it is commonly used by members of Jordanian society whenever they experience something that fully satisfies them. This expression becomes an inclusive linguistic expression among the members of the Jordanian society, which in turn creates solidarity among them. Similarly, in (6) b. the ad's designer uses "khal-lina" (Jordanian dialect: Low variety) and "Let's" instead of "Da'na" (Standard Arabic: High variety). In these two words, the ad uses the inclusive pronoun "us". The use of this inclusive pronoun makes a direct association between the ad writers and customers on one hand, and customers and the products the ads try to sell, on the other hand. Such a linguistic marker indicates that the ad's writer and the customers are in an equal social position, which creates solidarity. Scollon and Scollon asserted that:
In a solidarity politeness system, interlocutors see themselves as being of equal social position (−Power) and with a close relationship (−Distance); in this system, the interlocutors use involvement strategies to assume or express reciprocity or to claim a common point of view. Finally, in a hierarchical politeness system, one participant is in a superordinate position (+Power) and the other is in a subordinate position (−Power). (Cited in: Al-Marrani and Sazalie, 2010: 65).
The use of the in-group marker "us" claims solidarity and involvement. This in-group marker stresses cooperation between the ads and the customers. In other words, it indicates that the ads know the wants of the customers. This use of in-group marker "us" then may mark the ad's message as being positively polite, which may help swing the customers towards buying the product. Fuertes-Olivera et al. (2001 : 1292 asserted that "[p]rint advertising is one domain where an orientation toward the reader is crucial in securing rhetorical objectives". They added that the use of pronouns such as "I" and "we" "produce a sense of solidarity with the potential customer, since the advertisers themselves are also portrayed as members of the target group" (Fuertes-Olivera et al. 2001 : 1298 . Such involvement and cooperation may redress the potential threat of the FTA the ads' message may incur. Furthermore, the use of the ingroup markers loads the ads with emotional involvement. These markers stress the emotional bond between the ad's product and the customers and express emotional support to the customers, which in turn may convince them to acquire the product.
It is also noticed that the above mentioned ads switch from Modern Standard Arabic ("high" variety) to the Jordanian dialect ("low" variety) as part of their campaign to convince the customers to acquire their products. The ads utilize the Jordanian dialect to, using Brown and Levinson's words, "claim common ground with" [the Jordanian customers] (Brown and Levinson 1987: 107) . Brown and Levinson called the use of dialect in this manner "in-group dialect". The ad switches into a dialect that is associated with the Jordanians, with the "in-group", and consequently with their values. Such switching is likely to en-code positive politeness to redress the FTA potential of the ads' messages. After all, the use of "in-group dialect", as one of the "dynamics of 'face' and 'facework' in interpersonal contacts" (Bargiela-Chiappini, 2003 : 1463 , aims at establishing emotional "rapport" with potential Jordanian customers, or "relative harmony and smoothness of relations" (Spencer-Oatey 2005: 96) , which may persuade them to buy the products.
Repetition
There is a theory in salesmanship that states that if the virtues of a product are repeated, people eventually start to believe in them, no matter how unreal these virtues are. Repetition refers to the process by which the speaker tries to persuade the addressee by means of "repeating, paraphrasing, clothing and reclothing one's request or claim in changing cadences of words" (Koch 1983: 47) . It is noticed that repetition as a positive politeness strategy is used in only ten instances. Consider the following example:
.a (7) bišāštīn šāšitnā with two screens our screen Our screen [TV screen] is with two screens This ad promotes a TV brand called VESTE by mentioning that their TVs have two screens. The ad does that through a repetition of the word 'screen' twice.
In a yet another example, an ad promotes a tea brand called "The tea of the two gazelles", the ad reads:
.b (7) ḥayātuk yuğnī ğanī ṭaʿm your life it enriches rich taste A taste that is rich... [it] enriches your life Whenever used, repetition aims at getting the attention of the prospective customers. Repetition as a persuasive device can take place in multi-level patterns (at the word, sentence, paragraph, and content levels). The above examples illustrate the device known as Jinās (alliteration), which in this case entails the use of two words of the same root in close proximity. One such construction Sadam Issa often used in Arabic is the cognate accusation in which the verb Yuğnī is reinforced by an adjective ğanī. Here, the verb and the adjective share the three consonants of the trilateral root (ğ-n-ī). The adjective ğanī (rich) is strengthened by the verb Yuğnī, as if we were to say literally "the rich riches…"
The following ad from Ad-Dustour uses another repetition to promote tourism to Sharm Al-Sheikh in Egypt. The ad repeats the word yawm "day" twice in miš yawm aw yawmayn "not a day or two days" implying that the trip lasts more than two days.
.c (7) yawm miš šeikh-al šarm ila al-ʿuṭlāt ajmal day not al-Sheikh Sharm to the holidays most beautiful yawmayn aw two days or The most beautiful holidays to Sharm Al-Sheikh. Not a day or two days.
Another use of Jinās occurs when the singular form of yawm "day" is reinforced by the dual form of yawmayn "two days". By using this rhetorical device, the speaker engages the audience in the argumentation and then attempts to illicit a response from them (complying with his advocated message). The use of Jinās in the ads appeals to the customers' ears and consequently leaves a positive psychological impact on them. In their article "Models of Alliteration Derivation in the Quran", Ayyash, Ahmad, and Abdullah (2013: 113) stated that alteration "fakes the listener by giving a new sense which is completely different from the preceding one. At that moment, one feels extremely happy and pleased". Derrida (1976) proposed that, under the rubric of "reiteration", each time a word or a phrase is repeated, its meaning is altered. The audience interprets the meaning of the word or phrase in light of accretion, juxtaposition, or expansion; thus it participates in making a meaning for the utterance. Koch (1983) considered repetition as a persuasive strategy used in Arabic rhetoric. In general, Arabic orations often persuade the audience by repetition.
The use of repetition as a positive politeness strategy on only four occasions in the Jordanian ads is perhaps due to the limited space and the high cost of publishing an ad in Jordanian newspapers. Repetition as a positive politeness strategy is not redressive. Brown and Levinson (1987: 101) indicated that "positive politeness is not necessarily redressive of the particular face want infringed by the FTA".
Bald on record strategies
Imperative
The only bald on record strategy used in the Jordanian ads under investigation is the imperative strategy. The ads use 101 instances of the imperative form in promoting their products. Promoting its cookies product, the following ad uses the imperative form:
.a (8) al-farq Taðwaq The difference taste Taste the difference.
Another example of imperative strategy is in the following ad promoting Zain's (a phone company in Jordan) phones:
.b (8) mubaylak Jad-did Your mobile renew Renew your mobile.
This strategy is an instance of a direct request. By being direct in general, people show their closeness to each other. The ads use this high level of directness through the imperative strategy without the fear of losing face. In the Jordanian culture, the use of imperatives is classified as a solidarity politeness strategy because they assume a small social distance with the customers. But this is not to say that the ads' writers and members of the Jordanian people are in close relationships but rather indicates the appropriateness of directness in such situations. After all, Geis (1982) pointed out that the use of syntactic imperatives in advertising are to be interpreted as suggestions rather than orders. In addition, the use of the direct strategy (imperative) by the Jordanian ads could be attributed to the ads' desire for customers to decode their messages quickly without the need to exert any effort in interpreting any other possible meanings of the ads. Dayag (2008: 13) analyzed the linguistic properties of magazine ads in the Philippines. He found that ads were "straightforward and direct" in communicating their messages. Having such "straightforward and direct" ads will enable the Jordanian customers to interpret and process the ads' messages easily, which may impact the customers' attitudes favorably. It is also noted that the ads that use imperative strategies as their main persuasive strategy do not use any linguistic markers such as "please" to mitigate the imposition that the directness of the imperative strategies may infringe on the customers. Actually, directness in such situations is not impolite as in the English language, for example. Leech (1966) stated that "the high frequency of imperatives in British advertising might be a function of several factors: the fact that commercials are necessarily obvious in declaring their intention, plus the need for attention, value, memorability, and selling power" (cited in Schmidt et al. 1996: 291) . Such directness exemplifies solidarity and includes the customers as parts of the ads' campaign in promoting their products. Unlike the Jordanian ads, Frith and Sengupta (1991) asserted that American TV ads tapped onto the cultural values of individualism in promoting their products and service. Furthermore, using role plays to elicit data, Takahashi (1987) compared the levels of directness in Japanese and English directives and found that Japanese takes a more indirect approach and leans towards using hinting strategies; a strategy that the Jordanian ads did not feature much.
Off-record strategies
Metaphor
The Jordanian ads use only one politeness strategy under the off-record strategy, namely metaphor. In one example, the ad attempts to promote the car brand "Infiniti" using the following metaphor:
.a (9) iḥsāsak maʿ tajāwab your feeling with cooperate Cooperate with your feeling.
The ad asks the customer to "cooperate" with his/her "feeling" as if his/her feeling is a human being that calls for cooperation. This ad indirectly calls the customers to cooperate with their feelings by responding to the ad's implicit message: Choosing Infiniti for their car.
Jordanian ads use some instances of metaphor to communicate their messages indirectly. This indirectness therefore softens the imposition of the messages on the customer, which will render them polite. As a result, such a polite tone may prepare the ground for the message acceptance. Issa (2015: 534) This ad from Al-Rai promotes Jaguar cars by using the metaphor "[Jaguar's car] breathes with life" and "[Jaguar car] is new". The ad likens Jaguar cars with human beings who breathe. The implications of these metaphors include that Jaguar cars are alive and therefore they can run as if they are new ones when they get old. The use of metaphors in the above mentioned ads violate the maxim of quantity. Violating the maxim of quantity requires the prospective customers to make an extra effort to interpret the intended messages of the ads. This perhaps explains why Jordanian ads use few examples of metaphor so they convey the message so that the least effort is expended by the customers interpreting them. In this vein, Fuertes-Olivera et al. (2001 : 1292 demonstrated that "[i]n a pragmatic sense, people use language to achieve their specific purposes in accordance with two basic language principles: cooperation and least effort". After all, to have the customers buy a product, the ad's illocutionary act needs to be transparent.
The study has demonstrated thus far that the analyzed ads identify themselves with the values of the Jordanian society and their culture and tailor their linguistic politeness strategies accordingly. This tailoring aims at achieving the customers' approval of their product. Brown and Levinson (1987) asserted that:
It is precisely this association with intimate language usage that gives the linguistics of positive politeness its redressive force. Positive-politeness utterances are used as a kind of metaphorical extension of intimacy, to imply common ground or sharing of wants to a limited extent even between strangers who perceive themselves, for the purpose of the interaction, as somehow similar. For the same reason, positive-politeness techniques are usable not only for FTA redress, but in general as a kind of social accelerator, where S, in using them, indicates that he wants to 'come closer' to H (Brown and Levinson 1987: 103). This quote from Brown and Levinson explains why the Jordanian ads use more positive politeness strategies than other politeness strategies. The Jordanian society is a collectivistic society so the use of strategies that stress in-group relationships seem to be a norm, which may help win the approval of the customers. The use of positive politeness strategies then goes in harmony with the socio-cultural values of the Jordanian society and this is the source of their persuasiveness. Sloan (1991: 249) said that advertising is a "culture mirror" of the society. The finding implies that the satisfaction of the Jordanian customers largely hinges on utilizing their cultural values in promoting the ads' products.
I believe that for Jordanian ads to facilitate their products, they need to convey a persuasive message that has only plausible interpretation. In order to get rid of any possible fuzziness and ambiguity of the language used in advertising, the ads use a number of politeness strategies such as imperatives and the use of customers' dialect. This finding goes in line with that of FuertesOlivera, et al. (2001 FuertesOlivera, et al. ( : 1295 , who said that research on the language of advertising has concluded that copywriters typically rely on certain discourse strategies to overcome the multiple-interpretations difficulty in advertising: "preference for certain sentence types (especially rhetorical questions and commands) … choice of language dialects and register, thus making direct associations between the product and the target audience, … importance of figurative language, especially metaphor, synecdoche and metonymy". After all, the study has shown that the Jordanian ads are persuasive in nature, similar to American ads (Schmidt et al. 1996: 308) . Schmidt et al. reported that "Asian advertising emphasizes other functions, informativeness in the case of Chinese advertising and entertainment value and the establishment of positive feelings in the case of Japanese and Korean advertising" (Schmidt et al. 1996: 308) .
Conclusion
This study is a socio-pragmatic study into the linguistic politeness strategies manifested in Jordanian print advertisements. The study's primary goal is to explore the politeness strategies and politeness markers and find their persuasive factors. It was found that the primary goal of the Jordanian print ads is to persuade. This finding goes in line with that of Wong et al. (1987) , who postulated that the goal of visual and written American advertising is to persuade rather than to inform as is the case in some Asian commercials (i.e. Japanese). The study has also revealed some features of interest from the point of view of Politeness Theory, which has implications for advertisers.
First, the ads lure potential Jordanian customers by employing positive politeness strategies, which present the customers as if they are close friends or relatives. The ads use some examples of colloquial dialect style in their advertising campaign, and some inclusive markers (i.e. "us") to include the customers as a part of the ads' campaign, build coalition and establish rapport with them. In this respect, " [p] oliteness" said Bourdieu (1977: 662) "contains a politics, a practical and immediate recognition of social classifications and hierarchies". These strategies are used as markers of solidarity and thus formulate positive politeness strategies. The use of such politeness strategies may mark the ads as being positively polite, which may make the customers view the products favorably.
Second, the Jordanian ads do not feature many instances of repetition. This is due perhaps to the ads' cost, which is determined by the size and the number of words included in the ad. Since the ad's message is communicated through one phrase, ads feel no need to repeat the message again due to the high cost of publishing the ads in newspapers. Instead, the analyzed ads use a high frequency of direct strategies in promoting their products to the Jordanian customers through the use of commands. Although speakers in Jordanian culture use imperatives only if they are close friends or family members, the ads use direct strategies for a different reason: Jordanian ads find direct strategies to be an efficient way of communicating their intended messages.
Third, the study has shown how culture-specific conventions are realized through the analysis of print ads. The analyzed ads aim to persuade the Jordanian customers of their products. To achieve this rhetorical goal, the ads responded to different cultural aspects of the Jordanian customers as a means of identification with them. In other words, the ads referred to the socio-cultural repertoire of the Jordanian customers and designed their persuasive messages accordingly. The use of praise, for instance, is consistent with Jordanian cultural norms and values since members of Jordanian society tend to like things/ products that are loaded with praises. This finding accords with that of Strikandath (1991) , who asserted that marketers designed their ads in a way that communicates the cultural values of the target customers.
The study believes that investigating the relationship between the verbal and visual modes in print ads and the impact of such a relationship on convincing the potential customers of the advertised products would be a fruitful area for future research. Therefore, the study calls future research to show how the rhetorical messages in print ads are constructed through the visual and verbal modes. Further, measuring the success of the linguistic politeness strategies in persuading the customers is beyond the scope of this study and may be worth investigating. The findings of this study indicate that the language of advertising is not a function of universal pragmatic principles but it is rather a reflection of the cultural norms. More studies though need to be done to validate this claim. 
